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An analytical assessment of the variance between beliefs and 




The dissertation has shown that higher quality of organic food predicts the strongest 
variance towards the attitude of farmer’s market shoppers in Dublin. The purpose of this 
study was to establish the strongest belief of farmer’s market shoppers towards organic 
food in Dublin, therefore five beliefs were tested. Furthermore, current data of farmer’s 
market shopper were gathered and the combination between willingness to pay, purchase 
frequency and consumer loyalty with attitude was analysed. 
 
For achieving these objectives the dissertation adopted an analytical and descriptive 
approach, which is positivistic by nature. The deductive and survey strategy was used in 
form of face-to-face questionnaires and online questionnaires. The questionnaires were 
planned to be done at ten different farmer’s markets in Dublin, due to the COVID-19 
outbreak the author had to switch to an online questionnaire and was only able to visit 
one farmer’s market (Green door market). 
 
The end-result indicated that higher quality of organic food predicts the highest variance 
towards the attitude of the farmer’s market shopper. The study has shown that attitude 
and willingness to pay, purchase frequency and consumer loyalty are positively 
correlated. The author was able to observe that the farmer’s market shoppers have become 
younger and they prefer to buy vegetables and fruits but no change regarding the sex and 
purchase frequency was observable. The result contributed to the understanding of the 
consumer behaviour of organic food consumers. 
 
The weakness of the dissertation was that the author was collecting data only at one 
market and used two types of questionnaires. The desired sample size of 240 was not 
accomplished which would have led to a more accurate outcome of the dissertation. 
Regarding the certainty and generalization, all aspects were met by having a clearly stated 
target group with an acceptable sample size of 153, furthermore, the provided data 
showed an acceptable level of reliability and contributed to the overall understanding of 
the consumer behaviour of organic food consumers. Future studies might investigate 
which particular aspect of higher quality of organic food (food safety, taste and freshness) 
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The dissertation attempts to predict, which beliefs has the strongest variance with the 
attitude of farmer’s market shoppers (FM-Shoppers) towards organic food (OF). The 
research is performed in Ireland, to be more specific at farmer’s markets (FM) in the 
Dublin area. The dissertation intends to predict which of the stated beliefs have the 
strongest variance/impact on the attitude, which is an essential part regarding the purchase 
behaviour of OF. Additionally, the dissertation gathers consumer information and analyse 
which variable (willingness to pay, purchase frequency and consumer loyalty) has a 
correlation with the attitude. 
Collecting data at FM’s and analysing the data, helps to accomplish the research 
objectives of the dissertation, this provides a clear picture regarding the strongest belief 
of FM-Shopper, consumer information and the correlation between attitude and 
willingness to pay, purchase frequency and consumer loyalty. 
 
1.2 Research Purpose 
Over the last decade, environmental consciousness has become more and more critical 
for consumers all around the world. Out of this trend emerged the preference of 
consuming OF. The European market is considered as one of the biggest growing markets 
(Maher, 2017; Willis, 2018; FiBL, 2018). 
The research topic of the dissertation is “an analytical assessment of the variance between 
beliefs and attitudes of farmer’s market shopper in Dublin”. Several studies have analysed 
the interaction of beliefs and attitudes and how they affected the purchase 
intention/decision of the organic food consumers (OF-Consumers) (Michaelidou and 
Hassan, 2008; Pino et al., 2012; Çabuk et al., 2014; Singhal, 2017). Previous studies have 
analysed consumer profiles of farmer’s markets shopper (FM-Shopper) in English-
speaking countries. The outcome of the research showed that more likely older people 
and mainly females are buying OF at FMs (Wolf et al., 2005; Moore, 2006; Lyon et al., 
2009; Carey et al., 2011). However, the OF market seems to be changing regarding its 
demographics, therefore the author collects data about FM-Shoppers to see if this trend 
is observable at FMs in Dublin (Willis, 2018). Furthermore, the dissertation gathers data 
about the purchase frequency and preferred products. The primary focus of the 
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dissertation is to find out which belief predicts the strongest positive impact on the attitude 
of FM-Shoppers in Dublin towards OF. Through analysing previous studies, it has 
become apparent that strong positive beliefs of consumers led to a positive attitude 
towards OF. These studies showed that attitudes and beliefs are an important aspect 
regarding the motivation and actual purchase of OF, which indicates that the combination 
of beliefs and attitudes might be valuable for the prediction of the strongest belief 
(Michaelidou and Hassan, 2008; Zepeda and Deal, 2009; Carey et al., 2011; Çabuk et al., 
2014). However, it appears no researcher tried to figure out which belief has the most 
significant impact on FM-Shoppers attitude. 
Several studies have stated that the combination of beliefs and attitudes affected the 
willingness to pay, purchase frequency and consumer loyalty. Therefore the author wants 
to figure out if these three variables correlate with the attitude of the FM-Shoppers 
(Williams and Hammitt, 2000; Gifford and Bernard, 2006; Peterson and Li, 2011; Shafi 
and Madhavaiah, 2013; Liu-Thompkins and Tam, 2013), to get a better idea if the 
variables are positively/negatively correlated with the attitude. The dissertation is 
supported by already written literature, primary data and a conceptual framework. The 
primary data is collected through analytical questionnaires, and is analysed with statistical 
tools. 
 
1.3 Significance of the Study 
The dissertation is an analytical and descriptive study which investigates, which belief is 
the most important for FM-Shoppers in Dublin, by measuring the variance between the 
beliefs and the attitude towards OF. Measuring the correlation between the variables 
willingness to pay, purchase frequency, consumer loyalty and attitude (analytical 
approach), and is gathering recent consumer information of FM-Shoppers (descriptive 
approach). 
The dissertation is shining light on the motivation of FM-Shoppers; several studies have 
shown that attitude and beliefs are an essential combination regarding the consumer 
behaviour and motivation of OF-Consumers. The dissertation attempts to get a better 
understanding which variance out of the tested beliefs and attitude is the strongest for the 
FM-Shoppers in Dublin. Another aspect of the study is a new participant group, which 
might show a different outcome regarding the variance between attitude and beliefs. 
Furthermore, different beliefs are tested, social impact which has not been tested in the 
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context of attitude. Animal treatment which was only tested in previous studies as one 
aspect of the belief ethical self-identity. Higher quality of organic food that includes the 
food safety aspect, which has been already tested, and the new aspects taste and freshness. 
The correlation between attitude and willingness to pay, purchase frequency and 
consumer loyalty is done to get a better understanding if variables are correlated with the 
attitude and if the correlation is negative or positive. The FM-Shopper information is 
gathered to get an overall idea about the age, sex, purchase frequency and preferred 
products. 
1.4 Research Objective 
1.4.1. Consumer information of the farmer’s market shoppers in Dublin 
The studies by Moore (2006), Lyon et al. (2009) and Carey et al. (2011) analysed the 
demographics of FM-Shoppers, in which they stated that the majority of the shoppers 
were in their 50’s-60’s and they were women (Wolf et al., 2005; Moore, 2006; Lyon et 
al., 2009; Carey et al., 2011). A recent German study has shown that a change is going 
on in the OF market, the study stated that the OF-Consumers were getting younger, and 
more men started consuming OF (Hempel and Hamm, 2016; Willis, 2018).  
Kranjac et al. (2017) was observing the same regarding the demographics for OF-
Consumer/FM-Shopper; they stated that the shoppers were in their 20’s-40’s. Regarding 
the sexes Wolf et al. (2005) and Kranjac et al. (2017) stated the majority of FM-Shoppers 
were female. The dissertation gathers information about age, sex, purchase frequency and 
preferred products. The more recent information of FM-Shoppers in Dublin is supposed 
to better promote products at FMs, by understanding which age group and sex is shopping 
there, how often they go and what they buy (Lyon et al., 2009). The author intends to see 
if the statement of Willis (2018), Hempel and Hamm (2016), Kranjac et al. (2017) is 
observable at FMs in Dublin, regarding age and sex, or will the author observe the same 
picture as in the studies of the early 2000s. 
 
1.4.2. Which of the stated beliefs has the most significant impact on a 
positive attitude for farmer’s markets in Dublin? 
A Positive attitude is an essential aspect when it comes to the consumer behaviour of OF-
Consumer. Several studies confirmed that attitude and beliefs have a significant impact 
on the purchase intention (PI). Attitude plays a mediating role between beliefs and PI 
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(Pino et al., 2012; Çabuk et al., 2014). A positive attitude will be accomplished through 
strong beliefs which are valued by the consumers, therefore the combination of attitude 
and beliefs give a great indication how strong/important a belief for consumers is (Zepeda 
and Deal, 2009; Çabuk et al., 2014). Previous studies which have investigated the 
relationship between beliefs, attitude and PI mainly focused on different participant group 
of OF-Consumers (Çabuk et al., 2014; Basha et al., 2015; Singhal, 2017). The studies of 
Michaelidou and Hassan (2008) and Pino et al. (2012) used supermarkets, the study of 
Marangoz et al. (2014) focused on a 12-19-year olds. The outcome of these studies were 
different, apparently because of a different target group, therefore the author chooses a 
new target group in the form of FMs (Zepeda and Deal, 2009). 
The beliefs; health benefit, environmental concern, animal treatment, higher quality of 
organic food and social impact are analysed. Animal treatment, social impact and higher 
quality of organic food are new beliefs, which provide a new and important aspect to the 
dissertation. In the past animal treatment was an aspect of the belief of ethical self-identity 
(fair trade, environment and animal treatment), the research has shown that animal 
treatment and environment were important aspects about the ethical self-identity belief; 
therefore the author wants to find out the weighting of the two beliefs (Michaelidou and 
Hassan, 2008; Pino et al., 2012). Social impact is analysed in the context of attitude. The 
social aspects were previously done under the framework of PI (Basha et al., 2015). 
Higher quality of organic food includes the food safety aspect, which has been already 
tested in previous studies, the new aspects of the belief higher quality of organic food are 
taste and freshness. All beliefs are tested to see which of them predict the strongest 
variance towards the attitude of FM-Shoppers regarding OF. 
Additionally, the author investigates the correlation between attitude and the three 
variables willingness to pay, purchase frequency and consumer loyalty. Several studies 
have indicated that these variables were affected by the combination of attitude and 
beliefs, but in previous empirical-studies only beliefs were tested for a relationship but 
did not empirically test if the variables are correlated with the attitude (Williams and 
Hammitt, 2000; Gifford and Bernard, 2006; Peterson and Li, 2011; Shafi and 
Madhavaiah, 2013; Liu-Thompkins and Tam, 2013). The idea of the author is to find out 




1.5. Structure of the Dissertation 
The dissertation was divided into five chapters, each of these chapters contributed to the 
previously stated research objectives. 
The first chapter, gave an overview of the dissertation, what it was about, introducing the 
research objectives and was showing the reader why the thesis was essential and what the 
contribution of the dissertation was. 
 
The second chapter was about the literature review (LR) of the dissertation. The LR is 
very vital because it helps the reader to better understand why stated research objectives 
were selected and helps to understand the conceptual framework (CF). 
 
The third chapter gave an overview about which methodology, research design and 
research strategy was used for collecting primary data. The primary data was collected 
through a quantitative approach. 
 
The fourth chapter illustrated how the collected quantitative data was analysed. This data 
was analysed through analytical tools, the outcome of the analysis showed the results, 
reliability, validity, power, effect size and generalisation of the study. 
 
The final chapter showed what the limitations of the study furthermore, it showed 
implications, conclusions and the author provided a recommendation for future studies.  
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2. Literature review 
2.1 Overview 
The purpose of creating a literature review (LR) is to present and acknowledge previous 
studies which are related to the dissertation. The LR helps to create a conceptual 
framework (CF) for the thesis, which allows to visualise the intension of the author’s 
dissertation. 
The LR focuses on the consumer behaviour (CB), to be more specific, on the relationship 
between attitudes and beliefs and how it affects the CB of the organic food (OF) 
consumption, this knowledge is applied to the situation of the dissertation and to answer 
all research objectives. 
There are plenty of existing studies regarding the consumer/purchase behaviour of OF. 
These studies are on EBSCO and SAGE and supports the research and analysation of the 
research objectives. 
 
2.2 Overview organic food market 
The organic food (OF) trend has moved away from being considered as just as a small 
movement and has turned into the mainstream. All around the world people are becoming 
more conscious about what they are consuming and moving towards organic options 
(Maher, 2017). The OF market in Ireland is continuously growing and has an estimated 
value of 160 million € (Maher, 2018). The Board Bia report mentioned that people in 
Ireland think that organic is better than non-organic, they prefer to consume organic 
yoghurt, fruits and vegetables, farmer’s markets (FM) are one of the primary distribution 
channel in Ireland (Willis, 2018; Maher, 2018), people in Ireland moved towards FMs to 
buy OF based on the beliefs of health, environment, better quality, animal treatment, only 
to mention a few (Moore, 2006). Several studies have stated that the combination of 
attitudes and beliefs work as a motivator and will influence the purchase decision of 
organic food consumers (OF-Consumers). But no study tried to establish the strongest 
belief of farmer’s market shopper (FM-Shoppers) (Michaelidou and Hassan, 2008; 
Zepeda and Deal, 2009; Pino et al., 2012; Çabuk et al., 2014). Regarding the 
demographics the organic market seems to be in a transition, OF-Consumers are 
becoming younger, and not just women are buying OF, men do too. The same trend was 
observable a FM in different countries (Wolf et al., 2005; Hempel and Hamm, 2016; 
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Kranjac et al., 2017). Several studies have focused on the OF-Consumers in general or 
just OF-Consumers at supermarkets (Michaelidou and Hassan, 2008; Pino et al., 2012; 
Çabuk et al., 2014; Basha et al., 2015; Singhal, 2017), but no study has put their major 
focus on the FM-Shoppers as the participant group for predicting the strongest variance 
between beliefs and the attitudes towards OF. Whenever a more specific or different 
target group was used, the studies tend to show a different outcome, therefore the 
dissertation analyses which belief predicts the strongest variance on the attitude of FM-
Shoppers towards OF. First of all, it is crucial to understand how beliefs are formed. 
 
2.3 How beliefs are build 
2.3.1 How attributes form beliefs 
The first question which needs to be answered is how beliefs are formed. To get a better 
understanding of how beliefs are formed and how the process contributed to the 
dissertation, the author uses the means-end theory and the Stimulus-Organism Response 
Model of Consumer Behaviour Model. 
Means-end theory 
The Means-end theory analyses how consumers perceive attributes of a product, what 
consequences (belief) does the product or service bring for the consumer and the own 
view about the product or service (Zagata, 2014). This theory can help to design how 
attributes turn into beliefs. Zagata (2014) used the means-end theory to analyse why 





The data for the study was collected through a combination of a quantitative and 
qualitative approach. First people were interviewed to see if they fit in the needed target 
group of the study. After the interview, the participants completed a questionnaire to see 
which attributes do consumer value about OF (Zagata, 2014). 
The outcome of the analysis showed that people value the most the attributes of health, 
environmentally friendly and chemical-free when it comes to OF (Zagata, 2014). These 
attributes were associated with beliefs, for example, the attribute environmentally 
friendly was strongly associated with the belief less impact on nature, chemical-free and 
health were strongly relate to the belief of improvement of health (Zagata, 2014). 
Attributes help to form beliefs but not just that, they contribute to the whole process, 
attributes become a belief, which affects the attitude, and this leads to a purchase 
decision/intention (Hempel and Hamm, 2016). This process is observable through 
Stimulus-Organism Response Model of Consumer Behaviour (SOR-Model). 
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2.3.2 How beliefs lead to purchase decisions 
Stimulus-Organism Response Model of Consumer Behaviour 
The SOR-Model brings together observable and unobservable variables and shows how 
the organism uses this information (attributes/beliefs) to build a purchase decision and 
shows the development of motivation and attitude (Hempel and Hamm, 2016). The 
decision-making process of consumers are based on observable (e.g. communication of 
attributes) and unobservable (attitude) variables, this leads to a specific behaviour 
(Hempel and Hamm, 2016). 
Studies have shown that the SOR Model is a valuable framework to analyse consumer 
behaviour, in the past consumer behaviour models, just focused on the Input (Economical, 
Financial) and Output (Purchase Behaviour), but with the emerging of the SOR Model, it 
was possible to understand the formation of preferences/attitudes and how it affects the 
purchase behaviour (Jacoby, 2002; Hempel and Hamm, 2016). 
 
Hempel and Hamm (2016) used this model for their theoretical and research-driven study 
to analyse the purchase behaviour and attitude for organic and local food. They used a 
mixed logit model to get a better understanding of the preference regarding attributes. 
One aspect of the study was to determine if shoppers have different preferences/attitudes 
towards local and organic. The outcome of the study was that their preference/attitude 
was depending on the attributes local and organic, these attributes are associated with 
food quality (belief), which led to the purchase of local and organic food. 
These two models/theories show how attributes form beliefs and how they contribute to 
stimulate the attitude and purchase decision of OF-Consumer. These two models/theories 
introduce the aspect of how beliefs, attitudes and purchase intention interact with each 
other and stimulate the consumer behaviour of OF-Consumers. Several studies have 
 10 
shown how these variables interact with each other and helped to get an overall idea 
which combination of variables should be used to determine which belief has the most 
definite impact on the attitude of FM-Shoppers. 
2.4 Factors for determining the strongest beliefs for farmer’s 
market shoppers 
2.4.1 Relationship between beliefs, attitude and purchase intention 
How beliefs and attitudes interact with the purchase intention 
 
Carey et al. (2011) used the Theory of Planned Behaviour in their theoretical and 
research-driven study to get an understanding of which components affect the purchase 
intention (PI) and consumer behaviour of Scottish FM-Shoppers. The Theory of planned 
behaviour consists out of three parts Attitude, Subjective Norms and Perceived 
Behavioural Control and how they impact the PI of consumers. In the study the three 
components were applied in the context of analysing which factor drives the PI of FM-
Shoppers in Scotland (Ajzen, 1991; Carey et al., 2011); 
Attitude towards behaviour: Do the people have a positive or negative attitude towards 
OF at FMs? 
Subjective norms: Do FM-Shoppers face any pressure of their social group by buying 
or not buying OF? 
Perceived behavioural control: The consumers ability to consume at a FM, in terms of 
availability. 
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Carey et al. (2011) had 159 usable surveys, which consisted out of 14 questions regarding 
the intention of purchasing at a FM and 19 questions regarding their motivation why they 
are shopping at FM. The data was analysed with a multiple regression to predict which 
factors have the strongest correlation towards PI. The research shows that the significant 
impact regarding the PI is coming from the customers perceptions, in terms of a positive 
or negative attitude towards OF and FM. It was stated that beliefs like health, 
environmental protection and social aspects led to a positive attitude of FM-Shoppers. 
Still, the study ignores the variance of the beliefs with attitude or with the PI. The analysis 
if beliefs impact the PI was done by the study of Basha et al. (2015), which investigated 
the beliefs, environment, quality, health and social norms (influence of reference group) 
to predict which of these beliefs affected the PI of OF-Consumers in Bangalore and 
Chennai. 
 
The study was trying to predict if beliefs impact the PI of OF-Consumers by doing a linear 
regression for each interdependent variable, but ignored the aspect of attitudes in the 
analysis even when the attitude was included in the conceptual framework. The outcome 
of the study was that all beliefs predicted a significant positive correlation towards PI. 
The studies of Carey et al. (2011) and Basha et al. (2015) are focusing on how beliefs 
and attitude interact with the PI of consumers. Still, both of these studies did not focus on 
how beliefs, attitudes and PI of the OF-Consumer interact with each other. This aspect 
was analysed in the study of Michaelidou and Hassan (2008). 
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Measurement of beliefs, attitude and purchase intention 
The theoretical and research-driven study of Michaelidou and Hassan (2008), created a 
framework to find out which belief impact the strongest the attitude and purchase 
intention (PI) of OF-Consumers. The beliefs which were used for their study were health 
awareness, ethical concerns and food safety (Michaelidou and Hassan, 2008b). 
 
The authors used a quantitative approach for their research study, by letting 222 
participants complete questionnaires, these participants where only supermarket 
shoppers. The data was analysed through a multiple regression for attitude and purchase 
intention (PI), to see if the stated beliefs predict a significant impact on the attitude of 
consumers and if the beliefs and attitude impact the PI (Michaelidou and Hassan, 2008). 
The result was that all beliefs predict a positive correlation towards attitude, but the most 
reliable predictors for attitude were food safety and ethical self-identity, both had the 
same β-value (0.31). However, the study showed that ethical self-identity was the only 
belief which was able to predict a positive variance towards PI. This sent a confusing 
message, because the study showed that the most reliable overall predictor for PI was 
attitude, which makes the connection between ethical self-identity and PI questionable 
regarding its significance. The research helps to get a better understanding of which steps 
are needed to determine the strongest belief of OF-Consumer. Analysing attitude and PI 
separately regarding the determination of which belief creates the most essential 
correlation for OF-Consumers might not be the best way and might send a confusing 
message. It is important to determine which variables are the most important for 
measuring the most influential belief. The study of Singhal was analysing the role of 
beliefs and how it interacted with the attitudes and PI. 
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Beliefs as mediator 
The theoretical and research-driven study of Singhal (2017) used Hong’s health 
consciousness dimension to explain how health aspects affect the consumer behaviour. 
Hong came up with the five different dimensions of Health; “Healthy Lifestyle, Health 
Knowledge, Health Concern, Work Schedule and Medication & Healthcare” (Hong, 
2009: as cited in Singhal, 2017, p. 52-54). 
Singhal came up with the following Framework: 
 
This framework/model was supposed to analyse if health consciousness influenced the 
relationship between consumer attitude and consumer behaviour (CB) therefore, a 
questionnaire was designed, which 631 people completed (Singhal, 2017). The data was 
analysed with a hierarchal regression, to see if health concussions moderated the 
relationship between attitude and CB towards OF. The analysis was divided into different 
steps, first to see if CB was affected by the attitude of consumers, second which health 
aspects moderated the relationship. The outcome of the study indicated that health 
knowledge and work schedule had predicted a positive variance towards attitude and CB. 
The study includes vital aspects for the dissertation, because it shows that beliefs are 
necessary for a positive attitude and the positive attitude will lead to a purchase intention 
(PI). It is stated that beliefs work as a moderator for the relationship between attitude and 
CB, which means if consumers value a belief they were more likely to have a positive 
attitude which leads to a PI. By stating that beliefs have a mediating effect on attitudes 
and knowing that the combination of beliefs and attitudes create a PI (Zepeda and Deal, 
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2009), helps the author to decide to further research the role of attitude. The studies of 
Pino et al. (2012) and Çabuk et al. (2014) analysed the mediating role of the attitudes 
between beliefs and PI. 
Attitude as a mediator 
The study of Pino et al. (2012) was using a structural equation model to analyse the 
fundamental relationship between the different variables (beliefs, attitude and PI) and 
attempted to predict which ethical belief (health, ethical self-identity, food safety) would 
have the strongest variance on the attitude and purchase intention (PI) between two tested 
groups of OF-Consumers (regulars and occasional) (Lim et al., 2020). The outcome of 
the study showed that ethical self-identity was the only belief for regular OF-Consumers, 
which was able to predict a statistically significant connection between attitude and PI. 
For occasional OF-Consumers food safety was able to predict a connection with attitude 
and PI. Another interesting facet of the study was that the authors were able to observe 
that attitude mediated the relationship between beliefs and PI, which means if the attitudes 
are out of the equation the relationship between belief and PI was not as strong or not 
even statistically relevant. This means when beliefs have a strong connection to the 
attitude of OF-Consumers, they will be more likely buy organic food.  
 
The same was done in the study of Çabuk et al. (2014), the authors wanted to see if the 
beliefs health, environment and food safety have an effect on the attitude towards OF and 
on the PI. Additionally, they wanted to see if attitude mediates between beliefs and PI. 
This was done with a linear regression for each variable and a mediation analysis. The 
empirical research study, in which 385 Turkish OF-Consumer participated, showed that 
all of the stated beliefs predicted a statistically significant impact on the attitude towards 
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OF and PI. It was demonstrated through the mediation analysis that attitudes work as a 
mediator between beliefs and PI. This means attitudes play a crucial role regarding the 
motivation of OF-Consumers. A strong belief will lead to a positive attitude; this positive 
attitude will lead to a PI. 
These studies indicate that attitude is an essential aspect regarding the consumer 
behaviour of OF and is a valuable variable in determining the most valued belief for FM-
Shoppers. Furthermore the aspect of Singhal (2017) that beliefs are a mediator, supports 
the authors decision to choose beliefs and attitudes as factors to determine the strongest 
belief for the FM-Shoppers in Dublin. These studies state that beliefs and attitudes have 
a strong relationship with each other and are important variables in the prediction of the 
strongest variance between beliefs and attitudes regarding OF. The study of Marangoz et 
al. (2014), used a structural equation model to measure the variance between beliefs and 
attitude towards OF to see which belief was valued the most by 12-19-year olds in Turkey. 
Beliefs and attitude 
The study of Marangoz et al. (2014) tested three beliefs; health, food safety and ethical 
self-identity. The health belief and food safety belief were from the study of Michaelidou 
and Hassan (2008) only ethical self-identity (fair trade and environment) was slightly 
different from the Michaelidou and Hassan (2008) study. The outcome of the study 
showed a different picture than the study of Michaelidou and Hassan (2008) and Pino et 






What is different between the dissertation and the study of Marangoz et al. (2014)? First 
of all, the dissertation uses different beliefs; health benefit, environmental concern and 
the novel beliefs social impact, animal treatment and higher quality of organic food. 
Higher quality of organic food includes the aspect of food safety, which has already been 
tested, but freshness and taste are added to create the belief of higher quality of organic 
food, to see the if the variance towards the attitude and the beliefs is statistically 
significant (Michaelidou and Hassan, 2008). The belief animal treatment is selected, 
because the study of Marangoz et al. (2014) did not include animal treatment in the ethical 
self-identity belief (fair trade and environment) and the outcome regarding ethical self-
identity was different to Michaelidou and Hassan (2008) and Pino et al. (2012) studies, 
which included animal treatment aspects. This indicates that animal treatment might have 
a significant impact on the attitude of the OF-Consumers. Environment, which is an 
aspect of ethical self-identity too, has been confirmed to have an effect on the attitude of 
OF-Consumers (Çabuk et al., 2014). The separate analysation of environment and animal 
treatment is supposed to provide a better understanding of the weighting of each belief. 
Social impact analyses if the shopper’s social group influence the shopping behaviour 
and if people are concerned to be excluded from their social groups. Another different 
aspect of the thesis is the participant group. As already stated the participant group of the 
dissertation are FM-Shoppers in Dublin. By examining previous studies which analysed 
the relationship between beliefs and attitudes, it has become evident that demographics 
(age), context (personality, life-situation) and shopping habits (distribution channel) were 
able to influence the attitude of OF-Consumers (Michaelidou and Hassan, 2008; Zepeda 
and Deal, 2009; Pino et al., 2012; Marangoz et al., 2014). 
2.4.2. Farmer’s market shopper as a participant group 
Alphabet theory 
The Value-Belief-Norm Theory (VBN) explains the impact of values on the customer 
from an environmentalist perspective. This theory provides an outline as to how values, 
norms and beliefs interact with each other and create a particular belief of a person 
(Ghazali et al., 2019). The Attitude-Behaviour Context Theory (ABC) is used to 
understand the practice of people better. This theory measures the impact of the attitude 
on the behaviour of consumers when the context is neutral (Zepeda and Deal, 2009). 
Zepeda and Deal (2009), in their theoretical and research-driven study, utilised both 
 17 
theories in a semi-structured interview in which there were 25 participants. Based on the 
results, they developed a framework which illustrates how the attitudes are formed, 
affected by other aspects, and how they lead to a purchase decision. The outcome of the 
VBN-Theory provides that value and beliefs (health aspect, environment, quality, 
freshness) shape people’s attitude for OF. Moreover, the ABC-Theory identified that 
information seeking, knowledge, demographics, habits, and context affect attitude. 
 
The Alphabet Theory shows how beliefs, attitudes and purchase decisions interact with 
each other. Besides that, the theory identified additional factors which are involved in the 
purchase decision, for example, attitude and context, which leads to shopping habits 
(distribution channel). The combination of context and attitude, and how it affects the 
shopping habits are important aspects about the consumer behaviour. Therefore the 
author choose FM-Shoppers at farmer’s markets as the participant group for the 
dissertation. The different participant group may lead to a different result regarding the 
overall prediction of the beliefs regarding the attitude towards organic food. This might 
be due to different shopping habits (distribution channel) and contexts (personality, life-
situation). The aspect of demographics (age) was stated in the study of Marangoz et al. 
(2014), because the outcome of the study predicted a different outcome as in previous 
studies. Different shopping habits seem to have shown a different outcome based on the 
study of Pino et al. (2012), which has shown a different result for occasional and regular 
OF-Consumers. 
Identifying how beliefs are formed, and how they interact with the attitude of OF-
Consumers, it is crucial to state which beliefs are used for the dissertation. As already 
stated attributes turn into beliefs, the following beliefs consist out of aspects/attributes 
which are associated with certain beliefs about organic food and can stimulate the attitude 
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of OF-Consumers. The dissertation is not just testing beliefs which have been already 
tested (health and environment) but also new beliefs get tested. Selecting additional 
beliefs is supposed to provide a better understanding what OF-Consumers/FM-Shoppers 
value and provides a more accurate representation of the preference of the beliefs by 
selecting more than three beliefs. 
2.5. Consumer beliefs regarding organic food 
Health benefit 
Many studies have analysed the health aspects of organic food (OF), Singhal (2017) stated 
that one of the most important elements for consumers is personal responsibility, which 
influences the attitudes and purchase intention (PI) of the consumers. The definition of 
personal responsibility was for the participants that they are self-responsible for eating 
healthy/healthy diet, to do so people consume OF (Singhal, 2017). 
The health benefit of OF is associated with the improvement of the overall health by 
consuming OF, which stimulates the attitude and PI of OF-Consumers (Michaelidou and 
Hassan, 2008). Another vital attribute/aspect about health is nutrition, the study of 
Chakrabarti and Baisya (2007) stated that the health and nutrition factors (vitamin c, 
omega 3, protein) (Dolgopolova and Teuber, 2018), have a strong positive relationship. 
Singhal (2017) confirmed that health and nutrition have an impact on a positive attitude 
towards OF. People do not just value health aspects they also value aspects of quality. 
 
Higher quality of organic food 
In previous studies, it was stated that people buy OF, because they consider it to have a 
better quality than non-organic food, this was based on their positive attitude of the OF-
Consumers. They value aspects of taste, freshness and food safety in regards to the higher 
quality belief of organic food (Williams and Hammitt, 2000; Trobe, 2001). Studies have 
shown that people value the aspect of freshness, because they know the products are local 
and travelled a shorter distance (freshness), this is linked to the attitude of the OF-
Consumers (Trobe, 2001; Howard and Allen, 2010). The same for the aspect of taste, 
people buy it because it tastes better than non-organic food, which stimulates their attitude 
(Trobe, 2001; Aschemann-Witzel and Niebuhr Aagaard, 2014). 
It was stated that people associated with OF a certain standard of food safety, in terms of 
avoiding pesticides, which gives them some sense of security and leads to a positive 
attitude (Williams and Hammitt, 2000; Trobe, 2001). OF-Consumers do not just value 
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egoistic beliefs; they also value altruistic beliefs like environment and animal treatment 
(Kareklas et al., 2014). 
 
Environmental concern 
The study of Gwira Baumblatt et al. (2017) stated that one of the most common associated 
attributes for OF are that less to none pesticides are used, which reduces the impact on 
the environment, the same picture was stated in the study of Zagata (2014). Additionally, 
Zepeda and Deal (2009) noted that the avoidance of pesticides affect the purchase 
decision of OF-Consumers, by generating a positive attitude through the environmental 
belief (soil and water will not be damaged). OF-Consumer value about farmer’s markets 
(FM) that they create less waste in the form of using less packing for the organic products, 
which had a positive impact on the attitude towards OF and FMs (Trobe, 2001; Kareklas 
et al., 2014). OF-Consumers buy OF, because they consider it as environmentally 
friendly, which creates a positive attitude and leads to a purchase decision (Çabuk et al., 
2014), for example in the study of Schrank and Running (2018) was stated that OF-
Consumers are more likely to buy OF, because of the reduced carbon footprint of OF. 
It was already stated environmental aspects predict a positive impact on the attitude 
(Çabuk et al., 2014), but the dissertation analysed the points about the environment with 
a different target group (FM-Shoppers). In previous studies environment and better 
animal treatment were aspects of the belief ethical self-identity (Michaelidou and Hassan, 
2008; Pino et al., 2012), the dissertation separates these beliefs to get a better 
understanding of their weighting. 
 
Animal treatment 
The belief ethical self-identity consists out of three aspects environment, animal treatment 
and fair trade, but the study of Marangoz et al. (2014) did not include the animal treatment 
aspect, and ethical self-identity had the weakest positive correlation with the attitude but 
in the study of Michaelidou and Hassan (2008), where animal treatment was included, 
the ethical self-identity had one of the strongest variance with the attitude. The aspects 
environment and animal treatment seem to be highly valued by OF-Consumers. 
Therefore, both aspects get separately analysed to get an idea of the weighting of the 
beliefs.  
In the study of Gifford and Bernard (2006) was stated that better animal treatment, in the 
form of access to outdoors for the animals and reasonable flock sizes, creates a positive 
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attitude and increased the purchase likelihood of OF-Consumers. Animal treatment is 
stimulating people’s attitude and purchase decision, which includes the aspect of less to 
no use of pesticides, antibiotics and hormones and access to better food than non-organic 
farm animals (McEachern and McClean, 2002; Mie et al., 2017). 
People do not just purchase OF because of the previously stated beliefs, another critical 
aspect could be social aspects.  
 
Social Impact 
Previous studies have just focused on the aspect of how social groups influence the 
decision making of OF-Consumers and how it affects the PI (Basha et al., 2015). The 
element of social groups is kept, because the study of Gotschi et al. (2010) stated that the 
social groups (mother, father, friends) are strongly correlated with the attitude towards 
OF. The study of Moore (2006) mentioned that people like to meet like-minded people 
by talking to them and exchanging information at farmer’s markets (FMs), which 
stimulated the consumers attitude positively towards buying OF at FMs. The collective 
identity states that lifestyle is based on the influence of other people (Moore, 2006). The 
author wants to see how much the fear of exclusion (being excluded from like-minded 
people) affects the motivation of FM-Shoppers by predicting the variance between the 
attitude and the belief of social impact. 
 
The selected aspects and beliefs stimulated the attitudes in previous studies, but these 
beliefs were not tested all together to predict the strongest variance between the beliefs 
and the attitude of OF-Consumers/FM-Shoppers for OF. As mentioned in the previous 
paragraph the connection between beliefs and attitudes are essential to predict the 
strongest variance between beliefs and the OF-Consumers/FM-Shoppers attitude for OF, 
but attitudes and beliefs are not the only combination which is investigated, as already 
mentioned in the introduction the dissertation tries to determine which of the variables 
(willingness to pay, purchase frequency and consumer loyalty) are correlated with 
attitude and which direction does the correlation go. The following paragraph introduces 
each of the variables and justifies the authors decision for choosing attitude to be tested 
for a correlation with the variables. 
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2.6. How attitude affects willingness to pay, purchase 
frequency and consumer loyalty of organic food 
 
Willingness to pay 
The willingness to pay (WTP), is the maximum amount that a customer/person is willing 
to pay for a product/service, this indicates that WTP has a strong relationship with the 
price of the products and services (Wertenbroch and Skiera, 2002). Throughout the 
research, it was identified that other factors influence the WTP of OF-Consumers. 
In the study of Peterson and Li (2011) which they tried to determine if people buy OF 
based on origin or the size of the Supply Chain operation regarding organic baby food. 
They were collecting data through questionnaires which included attributes like price, 
production and processing, the data was analysed with a logit model. A critical aspect of 
the study was that specific attributes, less GMO and less pesticides would affect the 
willingness to pay more for organic baby food. 
A familiar picture was provided in the study of Williams and Hammitt (2000), it was 
stated that OF-Consumers, who highly value food safety about OF, are willing to pay 
more for OF, than non-organic shoppers. The data was collected through questionnaires 
and was analysed with a Chi-square and two-sided t-test. The combination of attribute, 
belief and attitudes affect the WTP. Another variable which is analysed is the purchase 
frequency, the author wants to determine in which direction the relationship goes and how 
strong the relationship is. Purchase frequency seems to be influenced by price, the study 
of Kim and Rossi (1994) stated that the purchase frequency is stimulated by price, which 
means the price sensitivity determines how often people buy things. Still, several studies 
have indicated that the purchase frequency is stimulated by beliefs and attitudes, as well. 
Purchase frequency 
The study of Gifford and Bernard (2006) was researching if the purchase 
frequency/likelihood of OF is affected by the positive aspects of Organic Farming or 
negative information about conventional Farming. The data was collected through a 
questionnaire and evaluated with a Tobit regression. The outcome of that study was that 
Organic Farming has a significant impact on the purchase frequency/likelihood. Existing 
positive beliefs about OF, in the form of positive aspects about Organic Farming, are 
more influential than negative beliefs about conventional farming. The study indicated 
that positive beliefs/aspects and a positive attitude have an impact on the purchase 
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frequency/likelihood. The study of Moore (2006) stated that FM-Shoppers are considered 
as OF-Consumers with a high purchase frequency which value the beliefs health, 
environment and socialising, these very beliefs create a positive attitude for the FM-
Shoppers and the combination of attitudes and beliefs influence the purchase decision. 
Another variable which is analysed is the consumer loyalty. Consumer loyalty is strongly 
related to consumer satisfaction (Yu and Dean, 2001). Consumer loyalty is also applied 
in the context of brands which includes beliefs about the products, which creates a 
positive attitude (Liu-Thompkins and Tam, 2013). 
Consumer Loyalty 
The study of Shafi and Madhavaiah (2013) analysed how brand equity influences the 
consumer behaviour of OF-Consumers, it was already stated that brand equity is an 
essential part in building/increasing loyalty (Shafi and Madhavaiah, 2013). The equity 
consists out of different elements which help to create a positive attitude which is 
accomplished through attributes and beliefs (Shafi and Madhavaiah, 2013). The outcome 
of the multiple regression showed that brand loyalty has the most significant impact on 
the consumer behaviour of OF-Consumers (Shafi and Madhavaiah, 2013). 
 
 
Loyalty is an important aspect when it comes to the (re)purchase decision/consumer 
behaviour of products. When consumers have a strong positive connection to the product 
or service, they are more likely to (re)buy the product. The study of Liu-Thompkins and 
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Tam (2013) stated that a positive attitude and preferences/beliefs could affect the loyalty 
towards brands. One aspect of the study was to measure the impact of loyalty and habits 
on the purchase decision of consumers, which was done with a hierarchical linear 
modelling. The outcome of the study shows that loyalty and habits have a strong impact 
on the shopping/consumer behaviour. The author investigates the relationship between 
attitude towards OF and the consumer loyalty of FM-Shoppers. 
 
The author choose attitude to measure the correlation with the willingness to pay, 
purchase frequency and consumer loyalty, because as already stated in the previous 
paragraph strong beliefs lead to a positive attitude, which impacted these variables, as 
well. Previous studies have analysed if a particular belief impacts the willingness to pay, 
purchase frequency and consumer loyalty. Still, no study has tried to establish which of 
these variables has a correlation with the attitude in regards to OF-Consumers/FM-
Shoppers. Based on that information attitude is used to measure the correlation with 
willingness to pay, purchase frequency and consumer loyalty and determining which 
direction the correlation goes.  
 
2.7. Conceptual framework 
Creation of beliefs 
Attributes and beliefs 
The conceptual framework (CF) starts with how attributes turn into beliefs of consumers, 
to support this aspect the author uses the framework of Zagata, Means End-Theory and 
the Stimulus-Organism Response Model of Consumer Behaviour (SOR-Model). All 
these models illustrate how attributes will turn into beliefs, the SOR-Model goes even 
further and shows how the developed beliefs will affect the attitude (Jacoby, 2002; 
Zagata, 2014). 
This approach is implemented by using all the attributes/aspects which are associated 
with the chosen beliefs for the dissertation. These theories help to design the part of the 
CF, which deals with how beliefs are created and how they impact the attitude. 
The belief with the strongest variance regarding the attitude of FM-Shoppers in 





Pino et al. (2012) and Çabuk et al. (2014) came up with their frameworks to see how 
beliefs and purchase intention were moderated by the attitude. One of the research 
objectives is to predict the strongest variance between beliefs and the attitude of FM-
Shoppers towards OF. The CF of dissertation used a familiar approach, but different 
beliefs are used to predict which one has the strongest impact on the attitude of FM-
Shoppers. The CF includes five beliefs, the author chose two beliefs which were proven 
to be essential for OF-Consumers in previous studies (health benefit and environmental 
concern) and three new beliefs which have not been tested (animal treatment, higher 
quality of organic food and social impact), all these beliefs were tested with the 
participant group FM-Shoppers. 
• Health benefit 
• Environment concern 
• Animal treatment 
• Higher quality of organic food 
• Social impact 
The studies of Michaelidou and Hassan (2008), Pino et al. (2012) and Marangoz et al. 
(2014) have tried to understand which belief is valued by OF-Consumers. Still, these 
studies just focused on the overall population of cities or just OF-Consumers at 
supermarkets but there was no study regarding the strongest belief of FM-Shoppers. As 
already stated when the participant group was changed to another one (like age group or 
shopping habits) the outcome of the studies tended to be different, therefore the author 
analyses the data with a multiple regression to determine the most influential belief, to 
see if there is a different outcome compared to previous studies. 
Positive attitude of farmer’s market shoppers 
As already stated, a positive attitude is a mediator between beliefs and PI. This was 
confirmed by several studies (Pino et al., 2012; Çabuk et al., 2014). These studies 
indicated that people need to have beliefs which lead to a positive attitude, which leads 
to a purchase intention. The attitude of FM-Shoppers is in the CF the dependent variable, 
all the independent variables (beliefs) are tested with the dependent variable, to see which 
belief predicts the strongest positive variance towards the attitude of FM-Shoppers 
regarding OF. 
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Another important aspects which need to be considered regarding the attitude of FM-
Shoppers are willingness to pay, purchase frequency and consumer loyalty. These aspects 
are analysed to see which of these three variables have a correlation with the attitude and 
which direction does the correlation go. In previous studies were mentioned that usually 
the combination of beliefs and attitudes stimulate willingness to pay, purchase frequency 
and consumer loyalty, but there was empirical data provided regarding the attitude and 
the variables. 
The CF allows the author to gather data for the research objectives, this is done through 
a quantitative approach, by letting participants complete a series of questionnaires. These 
questionnaires provide data about age, sex, how people rate their attitude towards OF, 
how vital the stated beliefs are for them. The collected data is evaluated with statistical 















































This chapter was supposed to show how the literature has affected the research objectives 
and the conceptual framework of the dissertation. The following chapter will give an 
overview on which research design and methodology was used.  
Context













































































3. Methodology and Research Design 
3.1 Overview 
This chapter outlines what methodology, research philosophy, research strategy, data 
collection method and analysation method was used for the dissertation’s research 
objectives. 
The research objectives of the dissertation were to identify which of the stated beliefs 
predicted the strongest variance on the attitude towards farmer’s market shoppers (FM-
Shoppers), which variable (willingness to pay, purchase frequency and consumer loyalty) 
has a correlation with the attitude and providing the most recent consumer information of 
FM-Shoppers in Dublin. 
For answering the stated research objectives, the author adopted an analytical and 
descriptive approach. For supporting the analytical and descriptive approach, the 
dissertation had a quantitative characteristic, to be more specific, the study was a mono 
method study. This included a series of questionnaires and statistical analysis. The data 
collection strategy was a survey strategy (face-to-face), this strategy required the author 
to approach FM-Shoppers in Dublin and complete a series of questionnaires with them 
together (Saunders et al., 2015). The collected data was analysed with a multiple 
regression, Pearson correlation and percentage frequency. 
 
3.2 Research Philosophy and Approach 
The dissertation’s research objectives were; which of the stated beliefs predicted the 
strongest positive variance on the attitude of FM-Shoppers towards organic food (OF) in 
Dublin, providing a more recent consumer information and testing for the correlation 
between attitude and willingness to pay (WTP), purchase frequency and consumer 
loyalty. This required the right sample size to make a valid, reliable and generalisable 
outcome, these stated factors were the first indicator for a positivism philosophy for the 
dissertation.  
The positivism philosophy believes that reality is not impacted by the researcher, which 
means the outcome of the study is objective. This aspect was met through questionnaires, 
which just collected the opinion/understanding of the phenomena, which the author 
wanted to analyse. The author was not required to interpret the results, just the facts and 
figures of the questionnaires and analysation was provided. Every phenomena can be 
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explained by empirical data, therefore most positivism studies use a quantitative approach 
because this approach facilitates the collecting of a big amount of data which can be 
statistically analysed and allows to generalise the outcome to the sample frame/population 
of the study (Collis and Hussey, 2014). The phenomena which were analysed were 
consumer information about FM-Shoppers in Dublin (descriptive data), the variance 
between beliefs and attitude of FM-Shoppers regarding OF (analytical data) and how the 
attitude of FM-Shoppers affect the WTP, purchase frequency and consumer loyalty 
(analytical data), this data collection process and analysation provided important insight 
how the analytical data interact with each other (Positivism-Philosophy, 2019). The 
outcome of the analysation was empirical which means the provided numbers stand as a 
result and were not interpreted by the author. Another important aspect of the positivism 
philosophy is the validity, reliability and generalization. Validity is supposed to give an 
idea if the right measures were used to answer the research objectives, which was 
addressed with content and face validity. These aspects of validity were met, due to the 
fact that the author chose the right measures to measure the phenomena, by using beliefs 
which were considered by previous researchers and participants as relevant and contribute 
to the research purpose/research objectives (Connell et al., 2018; Morrison, 2019). 
Reliability was addressed by using beliefs which were able to create a connection with 
attitude in previous studies, later on in the dissertation, the author tested the internal 
consistency to assure the right level of reliability with the Cronbach alpha (Heale and 
Twycross, 2015). Generalisation allowed the author to apply the findings on the 
population which were chosen as the sample frame/population, the bigger the sample, the 
stronger the generalisation (Polit and Beck, 2010; Generalizability and Transferability, 
2020). A deductive approach was chosen because enough literature and theories were 
existing, and variables were easy to define. In the case of the dissertation the existing 
theories and models were mentioned in the literature review, the variable attitude was the 
dependent variable, and the beliefs/attributes and variables (WTP, purchase frequency, 
consumer loyalty) were the independent variables (Collis and Hussey, 2014; Saunders et 
al., 2015). Collis and Hussey (2014) and Saunders et al. (2015) mentioned that the 
deductive approach is very common for studies with a positivism philosophy, the 
deductive approach attempts to explain the relationships between variables, which was 
the prediction of the strongest variance between beliefs and the attitude of FM-Shoppers 
towards OF and the correlation between attitude and WTP, purchase frequency and 
consumer loyalty (Saunders et al., 2015). In the deductive approach hypotheses get 
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developed and tested, the author created hypotheses which were tested through statistical 
analysation. 
The limitation of the positivism philosophy and deductive approach is that the outcome 
tends to be descriptive, that means just the relationship between variables were explained 
but not an in-depth view regarding why the outcome occurs, as an exploratory study 
would do. 
The analytical approach supported the attempt to answer the research objective of 
establishing the belief with the strongest positive variance between beliefs and the attitude 
towards OF of FM-Shoppers in the Dublin area and the correlation between attitude and 
different variables (WTP, purchase frequency and consumer loyalty ) (Saunders et al., 
2015). The descriptive approach was used for analysing the data for the consumer 
information. 
 
3.3 Research Strategy 
As already mentioned the study used a positivism philosophy approach, this was 
supported by an analytical and descriptive approach. The author selected a quantitative 
approach, therefore the Survey Strategy (analytical questionnaires) was used to collect 
primary data. 
3.3.1 Survey Strategy 
The study used a mono method which indicated that one method of data collection was 
used and one data analysation approach, in the case of the dissertation the data collection 
approach was a series of questionnaires and the data analysation was statistical. 
The dissertation used a series of analytical questionnaires, these questionnaires allowed 
the author to get reliable data regarding the consumer’s decision making, this kind of 
questionnaires are very common to analyse consumers motivation regarding products and 
services and give an idea how different variables interact with each other, this aspect 
about a survey/questionnaire helped to collect data which were needed to answer the 
research objectives (Collis and Hussey, 2014; Saunders et al., 2015). The disadvantage 
of this approach was that questionnaires have only a limited amount of questions. 
Therefore, the author had to make sure to use the right questions. The survey strategy 
facilitated the quantitative approach of the dissertation, but to do so, the right sample 
frame/population had to be selected. The research sample frame for the planned 
dissertation was the FM-Shoppers in Dublin, therefore the author chose cluster sampling 
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for the dissertation, which belongs to the group of probability sampling (Saunders et al., 
2015). Having the right sampling frame, size and power facilitated the survey strategy 
and allowed the questionnaires to be the right approach for the thesis, because it allowed 
the author to gather a big amount of information in a short time. The author created 
questions, which were supposed to answer the research objectives, therefore it was 
important to make sure that the questions in the questionnaire were precise and 
contributed to the research topic and objectives (Saunders et al., 2015).  
3.3.1.1 Sampling Method 
Probability sampling is used when a sampling frame is available (population). When the 
probability sampling is used it is important to fulfil specific criteria (Saunders et al., 
2015); 
• Having a sampling frame based on the research objectives 
• Deciding the sampling size 
• Selecting the most suitable sampling technique 
• Making sure the sample is representative to the population 
The cluster sampling allows the researcher to divide the research frame/population into 
different groups. In the case of the dissertation the clusters were different farmer’s 
markets (FM) in the Dublin area (Saunders et al., 2015); 
 
Table 1 includes the FMs which gave the author their permission to approach people at 
their markets. The original idea was to use simple random sampling to select form 
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different clusters which represent all FMs in Dublin, but due to the lack of FMs 
responding to the author’s e-mails, the decision was made to use all the FMs, which gave 
the author their permission to approach shoppers at their markets. This decision was made 
to assure enough participants would participate, and a wide variety of FMs were included 
in the sample frame (Saunders et al., 2015). 
The cluster sampling was chosen because the author had no detailed information how 
many people buy OF at FMs, but as stated in the literature review, all FM-Shoppers have 
the knowledge and experience which was needed to provide reliable data for the 
dissertation. At the markets the author used convenience sampling for approaching the 
shoppers, because serval studies have indicated that FM-Shoppers do have the knowledge 
to answer the research objectives (Moore, 2006; Carey et al., 2011; Saunders et al., 2015). 
In the industry report of Wilson (2018) was mentioned that every fifth in Ireland shopped 
at least every three months at a FM, the author chose the population of Dublin which is 
around 1,347,000 (CSO Population, 2016; Dublin Chamber, 2018; WorldPopulation, 
2019).  The population for the questionnaire will be 
1,347,000
5
= 269,400.  
Based on the population, it was important to determine how big the sampling size has to 
be. The bigger the sample size the higher the power of the study and the lower the 
estimation error of studies (Wilson Van Voorhis and Morgan, 2007). A high level of 
power in statistics reduces the risk of making a Type II error, which means the higher the 
power the lower the chances to accept a null hypothesis which might be false (Wilson 
Van Voorhis and Morgan, 2007). The effect size of the study determines how big the 
significance of the study was, which means the higher the better (Wilson Van Voorhis 
and Morgan, 2007; Cleophas and Zwinderman, 2018; Effect Size, 2019). To determine 
the appropriate sample size the author selected two sample size calculator, the G-power 
calculator suggested 111 participants for the study, in which a power of 95% and an alpha 
of 0,05 was used to avoid a type I error (rejecting a null hypothesis which is correct) 
(Wilson Van Voorhis and Morgan, 2007; NCSS, 2020). The survey system was used to 
get the margin of error for the sample size. For 111 participants the margin of error was 
too high, therefore the margin of error of 6% was selected which created a sample size of 





Having the right sampling frame/population and an appropriate margin of error for the 
dissertation allowed the author to generalised the outcome of the dissertation (Pham, 
2018; Margin-of-Error, 2020). 
3.4 Collection of Primary Data 
3.4.1 Methods 
Questionnaires are suited for analytical and descriptive research studies, the dissertation 
intended to find out which belief predicted the most significant variance on the positive 
attitude of FM-Shoppers, correlation between attitude and different variables (willingness 
to pay, purchase frequency and consumer loyalty) and providing a more recent consumer 
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information of FM-Shoppers (Saunders et al., 2015). As previously mentioned, the 
appropriate sample size for the dissertation was between 111-240 participants, this 
number needed to be accomplished to generalise the outcome to the sample 
frame/population. The questionnaire was a suitable method to collect primary data for the 
dissertation, because it allowed to collect precise data in a short amount of time from a 
big sample frame (Collis and Hussey, 2014; Saunders et al., 2015). The author used an 
interviewer completed/face-to-face questionnaire to approach FM-Shoppers and 
completed a series of questionnaires with the participants together.  
3.4.1.1 Face-to-face questionnaires 
Participants at FMs in Dublin were asked to participate in a series of questionnaires, the 
nature of the questions in the questionnaires were descriptive and analytic and were 
influenced by previous studies and by the created conceptual framework of the 
dissertation, which is supposed to assure reliability and validity. The approach of going 
to the distribution channel and let consumers participate in questionnaires assured that 
the participants understand the questions, furthermore the author was able to help the 
participants by explaining questions when they struggled to understand what the 
purpose/idea of the question was, the author made sure not to influence the participants 
in the process so that they could just give their opinion, this led to a better quality of the 
primary data (Saunders et al., 2015). Before going to the FMs the author did a test run, 
which was satisfying, because the participants did not have any problems to understand 
the questions. The face-to-face approach was providing the author with the control that 
people participated in the questionnaires, by approaching the shopper directly (Saunders 
et al., 2015; Face-to-Face Questionnaires, 2018). Due to the outbreak of the COVID-19 
in March 2020, the author was forced to switch to an online questionnaire to continue the 
data collection. The author created an online questionnaire on google forms, after 
consulting the supervisor, and joined several Irish organic food groups on Facebook and 
posted the questionnaire-link into the groups. The only difference between the two 
questionnaire types was that the online questionnaire included the question if the 
participant shopped at FMs. The author chose the online questionnaire to get additional 
data sets, because it was stated that using offline (face-to-face) and online (web) 
questionnaires together provide findings with an acceptable level of similarity (Saloniki 
et al., 2019). Regarding the questions, the author left them as they were, because they 
were straightforward by nature already. 
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The 1-5/Likert-scale was selected as a measure for the dissertation, because it allowed 
the author to provide the participant with enough options to choose from and get a clear 
picture how much they value/agree with the variables/statements (Saunders et al., 2015; 
Stephanie, 2015). The Likert-scale was used to measure the attitude of FM-Shoppers 
towards OF, to do so the people rated their beliefs from 1-5 (1-not positive at all; 2-not 
positive; 3-neutral; 4-positive; 5-very positive). The beliefs, willingness to pay, purchase 
frequency and consumer loyalty were rated with 1-strongly disagree; 2-disagree; 3-
uncertain; 4-agree; 5-strongly agree. The overall questionnaire consisted out of seven 
different questionnaire sections, the first two sections collected data about the 
demographics and attitude (attitude, WTP, purchase frequency and consumer loyalty) of 
the FM-Shoppers. The additional five sections were about the five beliefs which were 
used to predict the variance between them and the attitude of the FM-Shoppers. The belief 
sections consisted out of three items, which were aspects of the beliefs to get an overall 
idea of how people valued the belief/statement, this supported the aspect of content 
validity. Content validity stats that experts/other researchers agree that the questions in 
the questionnaire contribute to the concept which is being measured, in the case of the 
dissertation all aspects of the beliefs were used in previous studies, which have proven to 
stimulate the attitude (Connell et al., 2018; Morrison, 2019). Face validity assures that 
measured aspects were important to the participant group, as already stated in the 
literature review the beliefs were chosen because CF-Consumers/FM-Shoppers value the 
stated aspect/beliefs, as well (Connell et al., 2018). The author was very aware of the fact 
that the majority of the participants might score between 4 and 5 for attitude, because the 
FM-Shoppers tend to have a very positive attitude towards OF. The author was able to 
collect 153 completed questionnaires, face-to-face (77) and online questionnaires (76) 
combined. 
3.4.2 Ethics 
There were not any ethical issues regarding the dissertation, the author assured that only 
people participated who were at least 18 years old. Every participant received a sample 
of plain language which they had to read, it included the name of the author, the college 
of the author and what the study was about and that they can withdraw from the study 
whenever they want. They signed an informed consent in which they agreed that the 
author was allowed to use their data for the dissertation. If the participants wished to 
withdraw from the study, they could have done this at any point, their data would have 
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been deleted, and they would have been informed as soon as their data was deleted. No 
participant was named by its name during the dissertation and their data was protected 
and only the author and his supervisor had access to the collected data. 
3.4.3 Access 
The dissertation engaged with FM-Shoppers and ask them to participate in a face-to-face 
questionnaire. The author reached out to multiple FMs and asked for permission to engage 
with their customers at the markets. Due to the COVID-19 outbreak, the author had to 
change to online questionnaires by joining several Irish organic food groups on Facebook. 
The exact schedule of the FMs and the Facebook groups are attached at the Appendix C. 
 
3.5 Nature of the Data 
The questions within the questionnaires were mainly closed questions, these kinds of 
questions allow the researcher to ask for precise answers. In the case of the dissertation 
list and rating, questions were used (Saunders et al., 2015). 
List questions: The questions are designed to receive a clear answer by the participant, 
this means people can choose from several options which fits them the most (Saunders et 
al., 2015). 
Rating questions: These questions are supposed to show how much participants agree 
with a certain statement or how likely it is of them to do a certain thing, in the case of the 
dissertation the author wanted to see how much does the FM-Shopper agree with the 
stated beliefs (Saunders et al., 2015).  
 
3.6 Approach of Data Analysis 
The primary data was analysed with statistic tools; multiple regression, Pearson 
correlation and percentage frequency. 
The objective of predicting which belief had the most substantial variance with the 
attitude of FM-Shoppers was done by using the multiple regression. 
Additionally, the correlation between attitude and willingness to pay, purchase frequency 
and consumer loyalty was analysed with the Pearson correlation. 
Another objective was to provide recent consumer information of FM-Shoppers in Dublin 




The outcome of the multiple regression helped to proof the stated hypotheses as right or 
wrong. The multiple regression used a confidence interval of 95%. This means if the 
significance/p-value is below 0.05, it could be assumed that there was a difference from 
the stated null hypotheses. The author was looking for the strongest positive predicted 
variance between the dependent and independent variable (Collis and Hussey, 2014; 
Laerd-Multiple-Regression, 2019). Therefore, it was the authors responsibility to make 
sure that the eight assumptions for a multiple regression were met. This included to make 
sure that all variables were scale, that the author used more than two independent 
variables etc. (Laerd-Multiple-Regression, 2019). 
The multiple regression was supposed to predict the impact of the beliefs on the attitude 
of FM-Shoppers. The belief with the strongest predicted positive variance towards 
attitude was considered as the most essential belief for the FM-Shoppers in Dublin. After 
this was done, the author used power and effect size to justify the quality of the findings, 
in terms of how likely it was that a different study would find the same outcome (Collis 
and Hussey, 2014; Saunders et al., 2015; Laerd-Multiple-Regression, 2019). 
Pearson correlation 
The author analysed the correlation between the attitude, willingness to pay, purchase 
frequency and consumer loyalty, which was done with the Pearson Correlation. The 
Pearson correlation showed if there was a correlation between the two variables and how 
strong and which direction it went (Pearson-Correlation, 2020). The outcome of the test 
is in the range between -1 to +1, if the correlation is bigger than zero it indicates a positive 
correlation which means, if the value of one variable goes up so would be the other 
variable and the same for a correlation below zero (Pearson-Correlation, 2020). This test 
helped to show if there was a positive or negative correlation between attitude, 
willingness to pay, purchase frequency and consumer loyalty. 
Descriptive Statistics 
Age, sex, purchase frequency and preferred products were dichotomous data, because 
they were divided into several groups, like female/male (Saunders et al., 2015). The 
coding method was used in the analysis of the data, because SPSS could only understand 





The percentage for age, sex, purchase frequency and preferred products were 
analysed/calculated by dividing the amount of categories through the overall number of 
participants. This provided the percentage for each group (Collis and Hussey, 2014). 
 
3.7 Conclusion 
The chapter was supposed to show why mentioned designs, strategies and different 
approaches were considered as most useful for the dissertation’s research objectives. As 
stated in the chapter, the author followed a positivism philosophy which was supported 
with an analytical and descriptive approach. These approaches tend to provide statistical 
outcomes; therefore a survey strategy was chosen to collect the primary data, which was 
gathered at FMs in Dublin. The research frame for the data collection were determined 
with the cluster sampling. The evaluation of the data was done with the multiple 
regression, Pearson correlation and percentage frequency. 
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4. Presentation and Discussion of the findings 
4.1. Overview 
This chapter shows the process of how the primary data was analysed. The data collection 
was done by approaching farmer’s market shoppers (FM-Shoppers) at farmer’s markets 
(FM) and complete a series of questionnaires with them together. These questionnaires 
were created based on the research objectives of the dissertation to provide data which 
was supposed to give valuable insight about the FM-Shoppers in Dublin. Due to the 
COVID-19 outbreak, the author changed from a face-to-face to an online questionnaire 
to continue the data collection to get a representable sample size of the population. The 
data was used to provide a more recent consumer information of FM-Shoppers in Dublin, 
followed by the Pearson correlation and the outcome of the multiple regression. 
 
4.2. Findings 
As mentioned in the previous paragraph, the results were presented in the following order: 
• Consumer information 
• If there is a correlation between FM-Shopper’s attitude, willingness to pay, 
purchase frequency and consumer loyalty (Pearson correlation) 
• Predicting the strongest variance between beliefs and FM-Shoppers attitude 
(multiple regression) 
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4.2.1. Consumer information 
 
One of the research objectives of the dissertation was to provide more recent consumer 
information about the FM-Shoppers in Dublin. Based on studies in the early 2000s in the 
UK and Ireland the average FM-Shopper were female and in their 50’s-60’s, more recent 
studies have indicated that the FM-Shoppers have become younger and both sexes are 
consuming organic food (OF) on a regular base (Wolf et al., 2005; Carey et al., 2011; 
Kranjac et al., 2017). Based on the study of Lyon et al. (2009), the dissertation compared 
the purchase frequency and preferred products against a sample of Scottish FM-Shoppers. 
Age group 
The outcome of the age group was that the largest amount of participants were in their 
30’s (26.1%). However, people in their 20s (23.5%) and 40’s (20.9%) were the second 
and third largest groups; this indicated that the age range was between 20’s-40’s and the 
trend of consumers getting younger was observable in the Dublin area too. 
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The data indicated that the majority of FM-Shoppers were still women (58.2%), but the 
numbers of men were still growing (41.8%). The data showed the same picture as in 
previous studies, the majority of the shoppers were female, but the numbers of men kept 
growing (Wolf et al., 2005; Hempel and Hamm, 2016; Kranjac et al., 2017). 
Purchase frequency 
 
The purchase frequency showed how often FM-Shoppers went to the FMs to buy OF. 
The collected data indicated that 45.6% of the participants shopped at FMs four times a 
month, followed by once a month 21.6%. Three times a month had the lowest percentage 









The most preferred products of FM-Shoppers were vegetables and fruits, only 7.3% of 
participants bought fish, which was the smallest percentage-group overall. The data 
allowed to get a more detailed view about different aspects. Table 12 shows how often 




The outcome of table 12 shows that the age group of 30-39 was the strongest age group 
which went once and twice a month to shop at FMs. The group with the highest 
percentage for the purchase frequency of three times a month was the age group of 40-
49, followed by the age groups of 30-39 and 50-59. Surprisingly the four times a month 
group was led by the 21-29 age group followed by 30-39, 40-49 and 50-59. Twice a month 




Table 13 shows that females were the majority for every purchase frequency group, but 




Table 14 shows each age group’s preferred products; almost every group had vegetables 
and fruits as their preferred products; only the age group of 70-70+ showed a different 
picture. Their preferred products were meat and fruits, but the result was not very reliable 
because of the small amount of the participants in the age group of 70-70+. Another 
exception was the age group of 30-39, where dairy and meat were very popular. 
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By looking at table 15 for preferred products based on the sex, a different picture 
regarding the preference was observable. Men bought more fruits; in contrast women 
bought more vegetables. Another aspect gained through the table was that men bought in 
a wider variety than women, because women focused more on fruits and vegetables. 
 
4.2.2. Measuring if there is a significant correlation between farmer’s 
market shopper ‘s attitude and willingness to pay, purchase frequency 
and consumer loyalty 
As already mentioned, the focus was on establishing if there is a correlation between FM-
Shopper’s attitude and the willingness to pay, purchase frequency and consumer loyalty. 
To do so, the author used the Pearson correlation, which allowed the author to determine 
the direction of the linear relationship between two continuous variables (Pearson-
Correlation, 2020). 
Assumption 1-2 
The first two assumptions were met, because the data needed to be on a continuous scale, 
this was achieved because the variables were measured with the Likert scale (1-5), which 
supported the aspect that the paired variables needed to be continuous (attitude-
willingness to pay; attitude-purchase frequency; attitude-consumer loyalty) (Stephanie, 
2015; Pearson-Correlation, 2020) 
Assumption 3 
It was essential to establish that all variables had a linear relationship with the attitude; 
this was done by using graphs (Pearson-Correlation, 2020). After analysing the graphs, 
the assumption was met, and all variables had a linear relationship. See Appendix E. 
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Assumption 4 
The next step was to determine if the data had any outlier. The outliers were found by 
analysing the graphs. The author observed three outliers which were removed (Pearson-
Correlation, 2020). After removing three data sets, no visible outliers were found, and the 
assumption was met. See Appendix E. 
Assumption 5 
The next step was to make sure that the data fulfilled the assumption of normality 
(Pearson-Correlation, 2020). 
 
The test showed that the data were abnormally distributed because the sig-value was 
below 0.05. This means the assumption of a normal distribution is violated, but studies 
had stated when a sample size of 30-40 was given, then the normality was less likely to 
be violated. The test had a sample size of 150 participants which signalled that the 
normality was less likely to be violated (Ghasemi and Zahediasl, 2012; Julie, 2013). 
Outcome of the analysis 
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Table 17 indicates that all variables were significantly correlated with each other, and 
their correlation was positive, all their sig/p-values were below 0.05 (p-value≤0.05). This 
means if the attitude towards OF is going up all the other variables will follow. The result 
of the test rejected H0b, and accepted H1b, H2b and H3b. 
 
4.2.3. Predicting the strongest positive/negative variance between beliefs 
and farmer’s markets shoppers attitude 
The author intended to establish the strongest belief for FM-Shoppers in Dublin; this was 
done with a multiple regression. The result of the analysis showed if the five stated beliefs 
predicted a positive/negative variance towards the attitude of the FM-Shoppers and which 
belief had the strongest variance on the attitude of FM-Shoppers. For doing a multiple 
regression, eight assumptions had to be met (Laerd-Multiple-Regression, 2019). 
Assumption 1&2 
The first two assumptions of the regression were that one dependent variable and several 
independent variables were required. The dependent variable was the attitude of the FM-
Shoppers towards organic food (OF). The attitude (dependent variable) was measured on 
a continuous scale (1-5) by using the Likert-scale; the same was done for the independent 
variable. The dissertation had five independent variables (health benefit, environmental 
concern, animal treatment, higher quality of organic food and social impact) which were 
measured with the Likert-scale (Stephanie, 2015; Laerd-Multiple-Regression, 2019). 
Assumption 3 
The next step was to prove that the residuals/the errors in the regression were 
independent. This was essential, because when independent variables were not 
independent, then one residual could have predicted the other residuals and the 
independence of observation would not be met. It was important to do a Durbin-Watson 




The outcome of the analysis showed a value of 2.093, which means there was no strong 
relationship between the residuals, because it was very close to two, therefore the 
variables were independent (Laerd-Multiple-Regression, 2019). 
Assumption 4 
A linear relationship was required between the dependent and independent variable, to 
check if there was a linear relationship between the variables the author used a scatter 














                   
All the graphs indicated that the relationship between the dependent and independent 




The test for homoscedasticity was supposed to show if the variance of the errors were 
constant between all the values of the dependent variable. This was done by checking if 
the funnel along the graph becomes wider or slimmer (Laerd-Multiple-Regression, 2019). 
Examining figure 21 shows that the scatter plot did not change the shape of the funnel, 
which indicated that the errors were constant along the dependent variable. 
Assumption 6 
The assumption requires the independent variables to be correlated to a minimum, which 
means the avoidance of multicollinearity. This means the independent variables were not 
supposed to be correlated too strong with each other; everything above 0.7 is considered 
as too high (Laerd-Multiple-Regression, 2019). This can be tested by doing a Pearson 
correlation and analysing the tolerance. 
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The Pearson correlation showed that all variables were significantly correlated and the 
correlations were positive (Pearson-Correlation, 2020; Cronbach-Alpha-Laerd, 2020). 
Table 19 shows that none of the independent variables had a correlation above 0.7.  
 
 
The analysation of the tolerance-values showed that the independent variables did not 
have a problem with collinearity, because the tolerances values were above 0.1 (Hair et 
al., 2014 as cited in Laerd-Multiple-Regression, 2019). Based on the results the 










The next step was to decide if the data includes any outliers. Therefore, it was essential 
to take a look at the deleted studentized residuals, centered leverage values and cook’s 
distances. The data of the deleted studentized residuals were supposed to be between -3-
+3, the range was between -2,759–+2,537 which was acceptable (Field, 2016; Laerd-
Multiple-Regression, 2019). 
The cook’s distances were supposed to be below 1; this was met because the value was 
between 0,00-0,154 (Stephanie, 2016; Dhakal, 2017). 
The centered leverage value needed to be in the range of 0-0,2; the value was in the range 
of 0,003-0,174, which was acceptable (Rahman et al., 2012). Because there were not any 
outliers, SPSS did not create a case diagnostic table, which indicates that the data did not 
have any outliers (Laerd-Multiple-Regression, 2019). 
Assumption 8 
The last assumption which needed to be checked was that the residual errors had a normal 




The histogram and the normal P-P plot indicated that the data had normally distributed 
residuals. The histogram showed that the standardised residuals were approximately 
normally distributed, a more accurate outcome was provided by the normal P-P plot 
(Laerd-Multiple-Regression, 2019). The residuals need to be aligned along the diagonal 
line for normal distribution, the residuals are never perfectly aligned along the diagonal 
line. Still, they need to be at least close, which was the case of the collected data, which 




All eight assumptions were met and allowed the author to use the data to predict which 
belief had the most definite impact on the attitude of FM-Shoppers towards OF. 
 
4.2.3.1. Outcome of Linear Multiple Regression 
The first step was to establish if the data was suitable for the multiple regression, this was 
done by explaining the percentage of variance, statistical significance of the model and 
the precision of the model (Laerd-Multiple-Regression, 2019). 
Percentage of variance 
 
The focus on that model should be on R, R-Square and adjusted R-Square; 
R: Measures the strength of the linear relationship between predictors/independent 
variables and dependent variable. The outcome of 0.666 indicated that there was a strong 
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level of linear association between the independent variables and dependent variable 
(Cleophas and Zwinderman, 2018; Laerd-Multiple-Regression, 2019). 
R-Square: The meaning of R-Square is the representation of the proportion of variance 
in the dependent variable, which can be explained by the independent variables (Laerd-
Multiple-Regression, 2019). In the case of the dissertation, the R-Square was 0.444. This 
indicates that the independent variables explained 44.4% of the variance of the dependent 
variable. 
Adjusted R-Square: After the correction of the positive bias, this percentage indicated 
that the independent variables explained 42.5% of the variance of the dependent variable 
(Laerd-Multiple-Regression, 2019). 
 
This means that with a 44.4% certain the dependent variable predicted the independent 
variables, this indicated that the outcome of the study had a large effect size, R-square 
was more prominent than 0.35, this meant a relatively high level of certainty that other 
researchers would have a familiar outcome (NCSS, 2020). 
 
Statistical significance of the model 
The ANOVA was used to determine the significance of the model. The purpose of the 
ANOVA was to see if the dependent variable was a much better predictor in the suggested 
model as just using the mean of the dependent variable (Laerd-Multiple-Regression, 
2019). 
 
The ANOVA test displayed that the model was statistically significant (p-value≤0,05) 
(Laerd-Multiple-Regression, 2019b). This can be seen in the test F(5,147)=23,482, 
p≤0,0005 
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The outcome of the ANOVA test showed that the independent variables significantly 
predicted the attitude of FM-Shoppers towards OF. 
 
Evaluating the prediction 
 
Based on the previously gained information through the model summary and ANOVA 
test, the author was able to assume that the model and the collected data could be used 
for the dissertation. Table 24 shows the summary of the multiple regression and contains 
the information to answer the research objective, which belief predicted the most essential 
impact on the attitude of FM-Shoppers towards OF. 
First of all, it was important to take a look at the β-value, this value indicated if the 
independent variable predicted a positive or negative variance. The result of the 
regression showed that health benefit (HB), environmental concern (EC), animal 
treatment (AT), higher quality of organic food (HQ) predicted a positive variance on the 
attitude of FM-Shoppers. Social impact (SI) was the only belief which predicted a 
negative variance; this means if the attitude of the shoppers would go up than the social 
impact would go down and vice versa. 
The next important step was to see if the predictions were statistically significant; this 
was done by looking at the sig-value/p-value. If the p-value was below 0.05 (p-
value≤0.05) the prediction was statistically substantial, table 24 shows that the predicted 
impact for AT and SI were not statistically significant (p-value of 0.985 for AT and a p-
value of 0.956 for SI). Therefore the hypotheses H3a and H5a got rejected. The 
independent variables HB, EC and HQ did have a p-value below 0.05, which indicated 
that the predicted variance between these beliefs and attitude of FM-Shoppers was 
statistically significant. The prediction of the strongest belief came down to the three 
beliefs HB, EC and HQ, to determine the strongest belief the author rechecked the β-
value. The belief with the highest β-value was the most important predictor for the attitude 
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for FM-Shoppers towards OF in Dublin. HB’s β-value was 0.210, EC’s β-value was 0.229 
and HQ’s β-value was 0.354. 
Based on this outcome it was statistically safe to say that the higher quality of organic 
food was the strongest predictor for the attitude of FM-Shoppers, because the belief had 
the highest β-value and was statistically significant, H4a was accepted and H0a, H1a and 
H2a were rejected. 
 
4.3 Discussion & Conclusion 
Recent consumer information 
The collected data shows that a large number of FM-Shoppers are in their 20s-40s, which 
supports the findings of the studies which stated that consumers were becoming younger 
(Hempel and Hamm, 2016; Kranjac et al., 2017). Regarding the sex of the shoppers, there 
is no significant change, the majority of the shoppers are still women (58.2% of all 
shoppers) and supports previous findings (Moore, 2006; Lyon et al., 2009; Wolf et al., 
2005; Carey et al., 2011). The numbers state that more men started to shop at FMs and 
compared to previous studies the percentage has continued to increase (Wolf et al., 2005; 
Hempel and Hamm, 2016b; Kranjac et al., 2017). 
 
Regarding the purchase frequency the data of FM-Shoppers in Dublin shows similarity 
to the study of Lyon et al. (2009). Lyon et al. (2009) and the dissertation stated that the 
majority of FM-Shoppers go four times a month to the FMs. The dissertation added that 
females are in all the purchase groups the majority, regarding the age, participants in their 
20s were the largest participant group of the four times a month shopper. 
For the preferred products, Lyon et al. (2009) showed a different picture, the majority 
were consuming meat. The dissertation shows that FM-Shoppers in Dublin mainly buy 
fruits and vegetables, which goes along with the findings of Moore (2006) and Wolf et 
al. (2005), additionally the data shows that men purchase in a wider product variety than 
women. Almost all age groups are mainly buying vegetables and fruits only shoppers in 
their 30’s and 70’s were valuing meat products and vegetables, which is similar to the 
findings of Lyon et al. (2009). 
 
The gathered consumer information of the FM-Shoppers in Dublin is supposed to help 
FM-Operators to better promote their products, through knowing the primary age and sex 
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group of the shoppers, what their favourite products are and how often they go to the 
FMs. 
Correlation between attitude and variables 
The dissertation attempts to establish if the variables willingness to pay, purchase 
frequency and consumer loyalty correlate with the attitude and to see which direction the 
correlation goes. To do so, the author uses the Pearson correlation, the correlation 
determines if the two variables go up together or going in different directions (Pearson-
Correlation, 2020). The Attitude was selected because several studies have stated that 
strong beliefs lead to a positive attitude, which stimulates declared variables. Previous 
studies have just analysed which belief affects these variables, the intention of the study 
is to see if the attitude correlates with the variables, and which direction do they go. The 
outcome of the research indicates that all variables have a statistically significant positive 
correlation, all p-values are below 0.05. Previous studies have suggested that purchase 
frequency, willingness to pay and consumer loyalty of OF-Consumers were influenced 
by the combination of beliefs and attitude, the outcome of the analysation empirically 
supports the aspects that the attitude towards OF is an element which stimulates the 
variables (Williams and Hammitt, 2000; Gifford and Bernard, 2006; Liu-Thompkins and 
Tam, 2013). The study shows that all variables are correlated with attitude, this means 
when the attitude of the consumers is going up, all variables are going up too. The mean 
for attitude of the FM-Shoppers is 4.58, which indicates that FM-Shoppers do have a 
relatively positive attitude towards OF, this leads to FM-Shoppers becoming more willing 
to pay for OF, it impacts their purchase frequency and increases their consumer loyalty 
towards OF. 
 
The belief that most strongly predicts the attitude of FM-Shoppers towards organic 
food 
The collected data is analysed with a multiple regression to predict the strongest belief of 
the FM-Shoppers in Dublin, by predicting the variance between the attitude towards OF 
of FM-Shoppers and the tested beliefs. The outcome of the analysis is that H4a can be 
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accepted, higher quality of organic food predicts the strongest positive variance towards 
the attitude of FM-Shoppers for OF, which is statistically significant, which means that 
FM-Shopper in Dublin value this aspect the most, because it positively affects the attitude 
of FM-Shoppers towards OF. 
The five tested beliefs are health benefit, environmental concern, animal treatment, higher 
quality of organic food and social impact. Health benefit and environmental concern are 
beliefs which have been already tested in different studies, in these studies the beliefs 
were able to create a positive relationship towards the attitude of OF (Marangoz et al., 
2014; Çabuk et al., 2014). The same picture is shown in the dissertation; both beliefs 
predict a positive variance towards the attitude of OF for FM-Shoppers. Also, new beliefs 
are tested one of them is animal treatment. Animal treatment was analysed in previous 
studies through the belief of ethical self-identity, the belief consisted out of three aspects 
fair trade, environment and animal treatment (Michaelidou and Hassan, 2008). In the 
study of Marangoz et al. (2014) where ethical self-identity was analysed without the 
animal aspect did generate a different outcome as in the study of Michaelidou and Hassan, 
(2008), this might indicate that animal treatment is an important aspect/belief for OF-
Consumers. Another aspect of ethical self-identiy is environment, the study of Çabuk et 
al. (2014) has proven that environment predicts a positive variance towards the attitude 
of OF. Bothe aspects/beliefs seemed to be essential for of the ethical self-identity belief, 
therefore both aspects/beliefs are analysed as separately to see the exact weighting of each 
belief, the outcome of the analysis indicates that the participants care more about 
environmental concern than about animal treatment. Environmental concern had the 
bigger β-value compared to animal treatment (0.01 vs 0.225). The prediction of 
environmental concern is significant, which the prediction for animal treatment is not. By 
proving that environmental concern is significantly, the dissertation provides a similar 
result as the study of Çabuk et al. (2014) did. Another new belief is higher quality of 
organic food, in previous studies was stated that people value the food safety belief/aspect 
of OF, which created a positive variance towards the attitude of OF (Michaelidou and 
Hassan, 2008). Additional studies have stated that food safety is associated with the belief 
of the higher quality of organic food, the same for taste and freshness, they were 
associated with a positive attitude towards OF (Williams and Hammitt, 2000; Trobe, 
2001; Gifford and Bernard, 2006; Howard and Allen, 2010; Aschemann-Witzel and 
Niebuhr Aagaard, 2014). The combination of all the aspects food safety, taste and 
freshness created the belief higher quality of organic food, which predicts the strongest 
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variance for the attitude of the FM-Shoppers towards OF. Pino et al. (2012) stated that 
only occasional OF-Consumers had a significant relationship with food safety, the 
outcome of the dissertation shows a different picture, because FM-Shoppers can be 
considered as a regular OF-Consumers and they value the belief higher quality of organic 
food, which includes the food safety aspect. 
Another novel aspect of the study is to predict the variance for social impact on the 
attitude of FM-Shoppers, the study of Basha et al. (2015) stated that the belief of social 
norms had a significant relationship towards the purchase intention. The belief of social 
impact (social belonging, social exclusion and social groups) has a negative variance, 
which is not statistically significant. Higher quality of organic food predicts the strongest 
variance for the attitude of FM-Shoppers towards OF, health benefits and environmental 
concern predict a statistically significant positive variance towards the attitude too. 
Animal treatment has a positive variance which is not statically significant the same for 
the negative variance for social impact. The aspect of FM-Shoppers as participants does 
not provide a different outcome regarding the prediction of the variance. Health benefit, 
environmental concern and higher quality of organic food (food safety) predicted in 
previous studies a positive variance. The prediction of higher quality of organic food with 
the strongest variance, might have to do something of the aspects of taste and freshness, 
which are added to the food safety aspect and have not been analysed before. Knowing 
which beliefs predict a positive impact on the attitude of FM-Shoppers towards OF, helps 









The power of the multiple regression is 95%, this means if there is a difference to the null 
hypotheses the author could rejected the null hypotheses with a 95% certainty (Wilson 
Van Voorhis and Morgan, 2007). 
 
Effect size 
The effect size of the multiple regression is 44.4%, which indicates a large effect size, 
which means that it is very likely that other researcher will find the same outcome 
(Cleophas and Zwinderman, 2018; NCSS, 2020). 
Validity 
The validity is measured and evaluated by face, content and construct validity. Face 
validity and content validity are met, because the beliefs and selected questions for the 
questionnaires were considered by previous participants and authors/experts as valuable 
measures (Connell et al., 2018; Morrison, 2019). Proofing the aspect of construct validity 
is done through the Pearson correlation. The element of construct validity is met, because 
all independent variables and dependent variable, are statistically significantly correlated 
with each other (Tüzün et al., 2005; Construct-Validity, 2020). 
Reliability 
The author uses the Cronbach alpha for the independent variables to determine their level 
of internal consistency, almost all beliefs have an acceptable level of internal consistency 
(≥0.7), only social impact has an internal consistency level of ≤0.7 (0.536). Social impact 
was kept because it was a significant aspect of the study and was addressed as a weakness 
(Cronbach-Alpha-Laerd, 2020). 
Generalization 
The outcome of the dissertations can be generalised to the FM-Shoppers in the Dublin 
area, due to the sample size of 153, which is a margin of error of 8%, which is still 
acceptable for a survey research (Margin-of-Error, 2020). 
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5. Concluding thoughts on the contribution of the 
research 
5.1. Implications and findings for the research objectives 
As aforementioned in the discussion and conclusion, FM-Shoppers in Dublin have 
become younger. Compared to previous studies, a shift can be identified from a 50s-60s 
year old age demographic to consumers in their 20s-40s (Moore, 2006; Lyon et al., 2009; 
Carey et al., 2011). Regarding the sex of FM-Shoppers, women remained the primary 
consumers of FM produce. However, the number of men continues to rise.  
 
The purchase frequency was very similar to the study of Lyon et al. (2009), the 
dissertation stated that the largest participant group went four times a month to the FMs. 
It was stated that women formed the majority of the four times a month FM-shopper. 
Regarding the age, participants in their 20’s were the largest participant group of the four 
times a month FM-shopper. For the preferred products of FM-Shoppers, the majority of 
the shoppers purchased fruits and vegetables. This is not similar to the findings of Lyon 
et al. (2009), which stated that FM-shoppers preferred meat. However, the outcome is 
similar to Wolf et al. (2005) and Moore (2006). In this study, the data indicated that men 
purchase a higher product variety, whereas women prefer to purchase fruits and 
vegetables. Regarding the age, almost all age groups preferred to purchase fruits and 
vegetables. Only the participants in their 30’s and 70’s had a similar finding to the study 
of Lyon et al. (2009), which stated that FM-shoppers prefer to buy meat products and 
vegetables. This knowledge helps FM operators to better promote their products by 
knowing which age groups and sexes prefer to go to FM, the frequency at which they go 
and what they purchase. 
 
The dissertation has stated that higher quality of organic food predicts the strongest 
variance towards the attitude of organic food (OF) for FM-Shoppers. Health benefits and 
environmental predicted a statistically significant positive variance. This indicated that 
FM-Shoppers in Dublin value health benefits, less environmental impact and the higher 
quality of organic food, these findings go along with the outcome of previous findings 
(Michaelidou and Hassan, 2008; Pino et al., 2012; Marangoz et al., 2014). Furthermore, 
the weighting between environment and animal treatment was investigated. As already 
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stated, they were part of the belief ethical self-identity, which showed different outcomes 
when the animal aspect was and was not included (Michaelidou and Hassan, 2008a; 
Marangoz et al., 2014). The outcome showed that people value most the environmental 
belief than that of animal treatment belief. Social impact was the only belief with a 
negative variance, which was not statistically significant. The different participant group 
did not show a different outcome and stated a familiar picture, by valuing familiar beliefs. 
 
Additionally, willingness to pay, purchase frequency and consumer loyalty had a positive 
correlation with the attitude which was statistically significant, which supports the 
findings of previous studies which stated that attitude is an element which influence 
willingness to pay, purchase frequency and consumer loyalty (Gifford and Bernard, 2006; 
Peterson and Li, 2011; Liu-Thompkins and Tam, 2013). The variable attitude was 
selected because a strong belief triggers/stimulates the attitude, this combination of 
beliefs and attitudes stimulate willingness to pay, purchase frequency and consumer 
loyalty too. This process is very similar to the one of building a purchase decision, in 
which attitudes play a very important role. Furthermore, no empirical study attempted to 
see if the variables correlate with the attitude only if beliefs affect the variables. The 
outcome empirically supports the statement that attitude is one of the elements that affect 
the variables (Williams and Hammitt, 2000; Zepeda and Deal, 2009; Peterson and Li, 
2011; Shafi and Madhavaiah, 2013; Liu-Thompkins and Tam, 2013). Knowing that the 
attitude towards OF has a positive correlation with the variables helps FM operator to 
provide a better service to their customers, as in knowing that their positive attitude 
towards OF affects their purchase frequency, willingness to pay and loyalty towards the 
products and FMs.  
5.2. Contribution and limitations of the research 
The dissertation’s nature was analytical and descriptive, accordingly the author used 
existing studies and theories and contributed to the research field of consumer behaviour 
of OF-Consumers/FM-Shoppers. The dissertation provided a better understanding as to 
which beliefs stimulate the attitude of the FM-Shoppers regarding OF the most, by using 
already tested beliefs and new beliefs. The dissertation has shown that FM-Shoppers care 
about health, environment and higher quality of organic food when they shop at FMs. 
Animal treatment did not generate a significant variance towards attitude. Regarding the 
ethical self-identity belief, people value environmental concern more than animal 
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treatment. Social impact was the only belief with a negative variance, which was not 
significant. The outcome of the study stated that people value higher quality of organic 
food the most. This is due to it predicting the strongest variance towards the attitude of 
the FM-Shoppers, showing that FM-Shoppers value food safety, taste and freshness 
aspects. 
Additionally, the author researched if there was a correlation between attitude and 
willingness to pay, purchase frequency and consumer loyalty. The outcome was that all 
variables had a positive correlation. This indicated that the attitude of FM-Shoppers 
towards OF does have a relationship with the willingness to pay, purchase frequency and 
consumer loyalty. Moreover, when the attitude of FM-Shoppers increases, variables do 
too. This information allows FM operators to provide better customer service, to do so 
the gained consumer information (age, sex, purchase frequency and preferred products) 
helps to provide that service. 
The study’s limitation was the relatively small sample size compared to the stated 240. 
Due to the COVID-19 outbreak, the author had to switch from face-to-face to online 
questionnaires. Due to the lack of online participants, the author was only able to get a 
sample size of 153 people, which was still appropriate for an analytical research study 
because the margin of error was 8% (Margin-of-Error, 2020). This leads to another 
limitation of the study, the two different questionnaire types. The independent t-test 
indicted that there was a difference between the two questionnaire types (see Appendix 
E), which negatively affects the generalisation process of the data to the research 
population. The fact that the author only gathered descriptive data regarding the consumer 
information and only went to one FMs for data collection, limited the author to generalise 
the result to all FM and FM-Shoppers in the Dublin area. The belief of social impact was 
the only belief in the study which did not reached an acceptable level of internal 
consistency, but close. This may be due to the fact that this belief was adopted/developed 
for the dissertation and questionnaire, therefore the questions regarding social impact 
need further validation. The questionnaires included only one question regarding the 
attitude towards OF of FM-Shoppers. Consequently, further studies might use more than 
one question regarding the attitude towards OF to get a deeper understanding. 
5.3. Recommendations for future research 
The study focused mainly on the aspect of determining the strongest belief of FM-
Shoppers, by stating the strongest positive variance between a belief and the attitude of 
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FM-Shoppers towards OF, which was the higher quality of organic food. Future studies 
could focus on which aspect is for OF-Consumers/FM-Shoppers the most important 
regarding the belief of higher quality of organic food. For example, the dissertation 
focused on three elements of higher quality of organic food (food safety, freshness and 
taste). The researcher-study has shown that women were mainly shopping at FMs, future 
studies can investigate why men are still the minority at FMs. 
The nature of these studies can be explanatory or analytical, explanatory by having 
interviews with male non- and organic food shoppers to find out what is holding male 
shoppers back. Regarding the analytical approach, it is essential to have a questionnaire 
that investigates aspects about food safety, freshness and taste to get an idea which aspects 
are valued the most by OF-Consumers/FM-Shoppers. 
5.4. Final conclusion and reflections 
The author provided suggestions on how the findings of the dissertation may be used for 
new/further studies. As in previous paragraphs stated, the author suggested to investigate 
why the number of men is lacking at FMs (explanatory) and investigating which aspect 
is valued the most about the higher quality of organic food (freshness, taste and food 
safety). The outcome of the study showed that higher quality of organic food motivated 
the FM-Shoppers in Dublin the most.  This knowledge might help FM operator to better 
promote their markets and products. Furthermore, the dissertation provided  current FM-
Shoppers information to better understand who is shopping at FMs, what they are buying 
,and how often they do it. The FM-Shoppers became younger, the number of men has 
increased, but women were still the dominant group. The majority of FM-Shoppers went 
four times a month to a FM and fruit and vegetables were the most purchased products. 
The collected data sought to identify whether willingness to pay, purchase frequency and 
consumer loyalty had a negative or positive correlation. The outcome was that all 
variables had a positive correlation. Having that result provides empirical data that 
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Questionnaire about Farmer’s Markets 
 
1. Research Study Title 
The planned dissertation will have the title “An empirical assessment of how attitude and 
beliefs affect the purchase decision of Farmer’s Market Shoppers in Dublin Ireland”. This 
will include the research objectives what are the strongest beliefs of Farmer’s market 
Shoppers, how motivated are the participants to purchase organic food and the creation 
of a Consumer Profile. 
The dissertation will be done by Alexander Gandji Student Number: 2954723, who is 
student at the Graduate Business School of Griffith College. He is doing the MSc in 
International Business Management. The dissertation will be done for the required Master 
Thesis. 
Alexander Gandji is available under following mobile phone number: 
+49 1705857844 
E-Mail: gandji_alexander@yahoo.de 
2. Purpose of the Study 
The purpose of the study is to understand which belief will have the strongest positive 
variance towards Organic Food, this will be measured by the positive Attitude of Farmer’s 
Market Shopper and five predetermined beliefs. Furthermore, a Consumer Profile will be 
created, which includes Age, Gender, Purchase Frequency and Preferred Products. This 
will be done to get a better understanding of the Irish Farmer’s Markets Shoppers and 
their purchases decisions/behaviour regarding Organic Food. 
3. Confirmation of particular requirements as highlighted in 
the Plain Language Statement 
Requirements may include involvement completion of questionnaire.  Getting the 
participant to acknowledge requirements is preferable, e.g.        
 
Participant – please complete the following (Circle Yes or No for each question) 
The Plain Language Statement was read to me   Yes/No 
I understand the information provided    Yes/No 
I have had an opportunity to ask questions and discuss this study  Yes/No 
I have received satisfactory answers to all my questions   Yes/No 
I confirm that I am at least 18 years old    Yes/No 
 
 B 
4. Statement that involvement in the Research Study is 
voluntary 
I confirm that the participation in the research study is for all participants on a voluntary 
base, if they wish to withdraw at any point in the research, they are able to do so. The 
data of the participant will be deleted, and the participant will be informed after deletion 
of their data. 
Completing the questionnaire will take each participants approximately 8 Minutes. 
5. Advice as to arrangements to be made to protect 
confidentiality of data, including that confidentiality of 
information provided is subject to legal limitations 
The questionnaires which will be completed by participants will be scanned and stored to 
the password protected document, the hard copy will be afterwards destroyed. The 
collected data of all participants will be used only for the planned dissertation, after the 
dissertation all data will be deleted, as soon as their data is deleted all participants will be 
informed. 
The identity of all participants will be protected, and the participants will never be named 
by their name in the dissertation. 
6. Signature: 
I confirm that I have read and understood the provided information.  All my questions 
and concerns have been answered by the researcher, and I have a copy of this consent 
form.  
I confirm that I give my consent to participate in the research for the planned dissertation 
of Alexander Gandji 
Participants Signature:        
 
Name in Block Capitals:       
 
Witness:           
 







Please answer the following questions by ticking the box which describes you the best.  















       




3. How often do you buy Organic Food? 
Once a month Twice a month Three times a 
month 
Four times a month 
    
4. Which products do you buy at Farmer’s Markets? 
Meat /Chicken, Pork, 
Beef 
Fish Vegetables Fruits Dairy 
      
 
Attitude towards Organic Food 
Please read the following instruction carefully and use it to answer/rate the following 
questions/statements. The questions are supposed to be answered with the rating scale 
from 1-5 
Please use the given rating scale 1-not positive at all; 2-unlikly to be positive; 3-
uncertain; 4-tends to be positive; 5-very positive 
1. How is your Attitude towards Organic Food? 
1 2 3 4 5 
     
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend to 
agree; 5-strongly agree 
2. Based on my Attitude, I’m willing to pay more for Organic Food. 
1 2 3 4 5 
     
3. My Attitude affects my Purchase frequency for Organic Food. 
1 2 3 4 5 
     
4. My Attitude affects my loyalty towards Organic Food 
1 2 3 4 5 




Please read the following instruction carefully and use it to answer/rate the following 
statements. 
Please rate following statements from 1-5. 
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend 
to agree; 5-strongly agree 
1.1. Organic Food increases the overall Health of the Consumer (less likely to get sick, 
etc.) 
1 2 3 4 5 
     
1.2. Organic Food helps to support my healthy lifestyle (supporting diet, etc.) 
1 2 3 4 5 
     
1.3. Organic Food is more nutritious ( e.g. Vitamin C, Omega 3, etc.) 
 D 
1 2 3 4 5 








Please read the following instruction carefully and use it to answer/rate the following 
statements. 
Please rate following statements from 1-5. 
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend 
to agree; 5-strongly agree 
2.1. Buying Organic Food at Farmer’s Markets will create less Packing Material (e.g. less to 
none packing material is used, etc.) 
1 2 3 4 5 
     
2.2. Buying Organic Food assures less to none chemical pesticides will be used ( e.g. 
enhance soil and water quality, etc.) 
1 2 3 4 5 
     
2.3. Buying Organic Food will reduce the Carbon Footprint (e.g. Local grown food travels 
shorter distance, etc.) 
1 2 3 4 5 
     
 
Better Animal Treatment 
Please read the following instruction carefully and use it to answer/rate the following 
statements. 
Please rate following statements from 1-5. 
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend 
to agree; 5-strongly agree 
3.1. Animals at Organic Farms have access to better food (e.g. the animals at Organic 
Farms will receive better feed, etc.) 
1 2 3 4 5 
     
3.2. Animals will be raised under natural circumstances (no or less use of antibiotics, no 
use of growing hormones, etc.) 
1 2 3 4 5 
     
3.3. Better living conditions of animals at Organic Farms compared to animals at None-
Organic Farms (e.g. cage free living conditions, appropriate group size of animals, etc.) 
1 2 3 4 5 




Higher Quality of Organic Food 
Please read the following instruction carefully and use it to answer/rate the following 
statements. 
Please rate following statements from 1-5. 
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend 
to agree; 5-strongly agree 
4.1. Organic Food has a higher level of Food safety than None Organic Food (higher 
quality standards, no pesticides are used, etc.) 
1 2 3 4 5 
     
4.2. Organic Food is fresher than None-Organic Food (e.g. shorter distance travelled, 
etc.) 
1 2 3 4 5 
     
4.3. Organic Food tastes better than None-Organic Food (e.g. Organic Food has a 
superior flavour, etc.) 
1 2 3 4 5 
     
 
Social Impact 
Please read the following instruction carefully and use it to answer/rate the following 
statements. 
Please rate following statements from 1-5. 
Please use the given rating scale 1-strongly disagree; 2-disagree; 3-uncertain; 4-tend to 
agree; 5-strongly agree 
5.1. I buy Organic Food at Farmer’s Markets to be with like-minded people (e.g. same 
values, beliefs, etc.) 
1 2 3 4 5 
     
5.2. I buy Organic Food because of my social group (e.g. Friends, Family, etc.) 
1 2 3 4 5 
     
5.3. If I stop buying/consuming Organic Food I am afraid of being socially excluded 
(e.g. Friends don’t talk to me, Family is disappointed, etc.) 
1 2 3 4 5 


























Upon on request the rest of the face-to-face questionnaires will be available 








































































Appendix E-Graphs from analysation 
Consumer profile 
 




Gender group of shoppers 
 
 
Purchase frequency of shoppers 
 










Cronbach alpha health benefit 
 
Cronbach alpha environment concern 
 
Cronbach alpha animal treatment 
 
Cronbach alpha higher quality 
 DD 
 
Cronbach alpha social impact 
 
 
Cook’s distance and centered leverage value 
 



















Test for normality 
 
 
Test results willingness to pay 
 HH 
 
Test results loyalty 
 
 
Test results health benefit 
 
Test results environmental concern 
 
 II 
Test results animal treatment 
 
Test results higher quality 
 
Test results social impact 
 















SPSS data files 




Multiple regression data sheet 
 NN 
 
 
Pearson correlation 
 
 OO 
 
Independent t-test 
 
